Abstract -Destination image is a critical issue for every tourism destination as it is one of the key influences on the holiday decision-making process. Academic literature on destinationimage draws attention to the problematic concept of 'image' due to its multifaceted meanings and different interpretations. Nonetheless, the received view remains that destination image may be measured and captured using standard instruments. This research develops our understanding of destination image, through the integration of tourist experience and tourist 'accounts' or tales. Building on a mixed method design, the framework is tested using a case study of West Java, Indonesia. This methodology combines a large scale survey, with a number of qualitative semi-structured interviews to provide accounts of experiences. The survey was distributed to both domestic and international tourists (split between visitors and non-visitors) around West Java namely; Bandung, Tangkuban Perahu Crater (West Bandung regency), Botanical Garden (Bogor city), Pangandaran district and beyond the destination, in Jakarta. The findings found that in terms of perception, the average overall score for West Java was 4.75, which would suggest a weakly positive image, this can be regarded as a below average score (for a 7 point scale), implying that the first key finding is that the image of West Java, whilst positive could be weaker. However, the predominant sense of place amongst visiting tourists was positive; focused on key dimensions of natural beauty, local culture, pleasant environments, relaxation and friendliness. Moreover, significant differences between international and domestic tourists in their image, experience and sense of place is also apparent and suggesting that different segments have different priorities and place narratives. However, significant weaknesses in the image and place narrative were also revealed; suggesting a disjuncture between official destination discourse, tourist perception and experience. A key outcome from this finding shows that the image can be created not only from image component attributes but also from both the sense of place and place experiences. This analysis can provide a framework for destination marketing.
I. INTRODUCTION
The increasing competition among tourist destinations which has taken place in recent years has led to the drive to develop evermore favourable and competitive images of tourist destinations. Destination marketing has been obliged to devote considerable time and energy into improving or maintaining the image of the destination. The literature suggests that in order to establish comparative advantage, a destination needs to create a favourable image by paying attention to improving their tourism products and services, by seeking ways to stand out from competitors, and by creating a positive image in the mind of potential the tourist (1; 2; 3 ;4). Moreover, it is assumed that 'image', therefore, is the most important determinant of the choices made by the tourists (5, notwithstanding the role of other factors in destination competitiveness (6. In general, the 'image' of any destination greatly influences tourist-perception and any resulting change in their behaviour and destination-choice (7;8;9;10. Creating a distinctive positive 'image' becomes a fundamental aspect for survival and success within a highly competitive global tourism market.
A great deal of attention has been given to the study of destination-image, but this tends to be dominated by established destinations (see 1; 7; 11; 12; 13; 14 ; 15; 16; 2; 5; 17 ; 18; 19. On the other hand, in the case of emergent regional destinations in Southeast Asia, like West Java, Indonesia relatively little research exists (15); there has not yet been any study of this area. Thus, this research is intended to be a contribution towards researching this area's destinationimage, and also to provide a basis of information from which to create and build a marketing program for West Java in particular as a tourist destination.
a. West Java West Java, with Bandung as it capital city, has a strategic geographic position bordered to the North by the Java Sea and the special region of the capital Jakarta, on the West by Central Java province, to the south by Indian Ocean and the West by the province of Banten. Outside of Jakarta, West Java is the most important economic region in Indonesia with a rapidly growing population. The strength of the local economy together with geographical proximity and relatively easy access from the main urban areas of Central Java and Jakarta, means that domestic tourism is expanding significantly. Moreover, each sub-region has distinctive natural resources including mountains, hills and beaches offering diverse tourism attractions, but also a variety of local culture attractions. However, in terms of image it is trying to emerge from within the shadow of Indonesia and Bali, particularly from an international tourist perspective; and also to establish a growing presence in the mind of domestic visitors. Several West Java tourism experts (20 supported the view that the image of West Java needed further investigation to developing its identity and to enhance market positioning. Furthermore, these tourism experts also claimed that destination image was crucial to the competitiveness the region needed.
b. The research aims and objectives
The image of a destination is usually regarded a critical factor for the success of any tourist destination. However, the majority of the research in this area has been conducted from the perspective of the affluent 'Western' tourist visiting 'exotic' or 'other' tourists' places. Accordingly, the understanding of a destinationimage representation has become more complex because of the large spectrum of information sources and channels that exist. Likewise, many information-sources related to West Java's tourism have different starting points and perceptions by the tourists when considering West Java as a tourist destination. Therefore, the objectives of this research are as follows:
 To measure overall image for both domestic as well as international tourists, those who have visited and have never visited  To test which destination image attributes have a significant impact on behavioural intention for domestic and international tourists, those who have visited and never visited  To compare how the image changes with actual experience both for domestic and international tourist II. LITERATURE REVIEW a. Destination Image The image of a destination is an interesting topic for tourism marketers, particularly because the research has showed that destination images and tourist purchase decisions positively interact (21 ; 22 ; 8 . Besides, the importance of the concept of tourist destinations has led to a large body of research on the images of particular places (23; 1 15; 4. Tourism research about destination image has demonstrated the significant impacts of image on tourist decision making processes (2 ; 8 ; 24. Also 13 notes that from a marketer's perspective, destination image relates to decision making and sales of tourist product and services, and also to knowing the target market. Thus, images will play an important role in a visitor's mind before visiting a destination (25.
b. Components of destination image and
Destination attributes The conceptual framework of destination image developed by 1, focuses on the psychological and functional characteristics of destination image. According to them, a model of destination image can be divided into three continuum attributes. Tangible attributes (functional) are characteristics of an image which are directly observable or measurable, such as price level/costs, transportation infrastructure, types of accommodation which are concerned with the more tangible aspects, and the psychological characteristics, for example, kindliness of staff, safety, place's atmosphere and reputation which are concerned with the more intangible aspects and are more difficult to observe and measure. Secondly, attribute-based on common or unique image. In terms of this, attribute images of the destination can range from perceptions based on 'common' characteristic to those based on 'unique' features or auras. Common attributes are basic features which also appear in many other destinations, like transportation, types of accommodation, price, etc. Unique elements, on the other hand, are special attributes helping a destination to differ from its competitors (26.
Regarding of destination attributes it is difficult for destination image researchers to find a fixed set of destination attributes because, according to the literature review, there is no single fixed set of destination attributes; rather they are context dependent. Therefore, if the researcher is conducting an inquiry about destination image they are usually using the attractions that a destination has. For example, 12 used attributes such as: beautiful scenery/natural attraction, good climate, interesting cultural attractions, suitable accommodation, appealing local food, good value of money, and friendly local residents, in order to compare the image of four Mediterranean countries between visitors and non -visitors. Furthermore, in contributing to understanding of destination attributes 2 classified all attributes into nine dimensions such as Tourist leisure and recreation, Natural resources, general infrastructure, culture, history and art, social environment, tourist infrastructure, political and economic factors, and atmosphere of the place.
III. METHODOLOGY a. Methodology

Research instrument
Questionnaire responses can be quantified by assessing numbers of responses according to a given set of rules. Perception of image is fundamentally subjective in nature and, therefore, based on individual respondents. Constructs were measured using Likert-type scales, since this method is simple (27 and provides a number possible alternative responses to help minimise reliability errors. Moreover, a Likert scale questionnaire survey is the main instrument providing quantitative data, and is designed around opinion statements as a means of exploring respondent perceptions. In terms of measuring destination image perceptions, it is very common to use the Likert scale or semantic differential scale. This research uses a 7-point Likert scale because a 7-point scale is easy for respondents to use and can be applied speedily to a large number of items. In term to measure perception of image this research uses a sevenpoint scale are stated by '1' (Strongly Disagree), '2' (Disagree), '3' (Disagree Somewhat), '4' (Neutral), '5' (Agree Somewhat), '6' (Agree), and '7' (Strongly Agree). Thus, in order to measure perception of West Java image the researcher developed a questionnaire with 23 attributes based on previous literature on destination image (1 although the attributes were modified to match the context of this research. Moreover, the reliability and validity of the instrument was evaluated using variety of techniques including content validity and reliability analysis.
b. The sample and data collection
The sampling frame of this research is the visitors who are visiting or maybe visiting in the future to the destination.
The researcher distributed 550 questionnaires divided into 300 questionnaires for domestic and 250 questionnaires for international tourists. For the self-administrated visitor survey, the researcher distributed to the visitors who had visited the destination; yielding a total respondents 350, consisting of 200 domestic and 150 international visitors on site. Menwhile, for the potential visitors from a total respondents 200 consisting of 100 domestic and the rest is international. These questionnaires were distributed in some popular destinations in West Java namely; Bandung, Mount Tangkuban Perahu (West Bandung regency), Botanical garden (Bogor), Pangandaran district and Jakarta. Meanwhile, in terms of semi-structured interviews with a small number of tourists in West Java to capture their impressions and experiences in their own voices. The data collection process took around two and a half months, from in mid June 2012 to the end of August 2012.
c. Data analysis
Regarding to measure perception of image starts with an examination of overall sample composition, followed by univariate analysis of key independent variables prior to the application of factor attribute and regression analysis. Moreover, in order to measure the tourist behavioural intent a regression analysis was performed. Furthermore. Semi structured inverview were conduct to the repondents who have visited West Java. To analyse the data, this research was used content analysis. This technique was used to identify the most frequent words or phrases used to describe the perception of image from the respondent's voice, and then the data could be divided into component parts/themes.
IV. RESULT AND DISCUSSION
a. Sample Composition
The initial analysis focuses on all respondents; those who had visited and those who had not. From A total of 550 usable responses were received showed that in terms of gender, there are slightly more males (57.6%) than females (42.4.%). There appears to be an underrepresentation of older age groups, with sample composition being dominated by productive age groups; 82.7% were under the age of 45 years. To some extent this is reflected in the educational profile whereby the majority of respondents have tertiary education; 77.2% are college or university educated. Moreover, approximately 60% were in professional or managerial occupations in the private sector with a further 15% composed of civil servants. In terms of domestic respondents, the income profile suggests a reasonable spread of income 57.2% (45 -54 million rupiah) of Indonesian respondents were in above average income brackets. This is consistent with the educational and occupational profile. However, international tourists tend to be more evenly distributed, with 56% having average or above average salaries (US $ 18,000 -US $ 24,000). Moreover, focusing on the domicile of the survey participants, domestic visitors were more likely to originate from neighbouring areas, such as Jakarta (19.3%) followed by West Java itself (18.3%), whilst visitors from Sumatera had almost 17.7%, and the rest were came from different parts of Indonesia. Furthermore, in terms of international visitors the majority could be regarded as Western tourists (69.2%), with the majority (62%) coming from Western Europe.
b. Overall tourist perception toward West Java
as a tourist destination In order to identify the perception of West Java as a tourist destination the respondents were asked to rate various aspects of their perception using a seven-point Likert scale, ranging from 1 (strongly disagree) to 7 (strongly agree). A descriptive analysis was carried out to identify the most important items of tourist perception. Thus, in order to measure tourist perception 23 image attributes of West Java were assessed and summarized using descriptive statistics. Initial analysis suggested that skewness and kurtosis were not a significant problem in the data (see Table 4 .1); further visual testing using histograms suggested that the distribution can be taken as normal. Therefore, the mean and standard deviation are appropriate measures and the data is suitable for parametric statistics. The following table shows the mean results for each attribute related to the general perception of West Java as a tourist destination; ranked from the lowest to highest level. From the table above shows the ranking and mean scores of tourist perception as measured using key attributes. Overall the average overall score for West Java was 4.75, which would suggest a weakly positive image, this can be regarded as a below average score (for a 7 point scale), implying that the first key finding is that the image of West Java, whilst positive could be weaker. The strongest dimensions of West Java's image are 'friendly local people, 'scenery' and 'pleasant climate'. The fact that 'atmosphere', food and 'relaxing' are also highly rated suggests that the sense of place is favourable. Furthermore, attributes like accessibility, shopping, safety, service quality, prices, history, adventure and culture show moderately positive perceptions. However, the remaining of attributes of entertainment, museums, tourism information centre (TICs), infrastructure, public transportation and cleanliness (mean scores between 4.02 -4.66) represent the weaknesses of the place perception; the attribute with the lowest score was 'cleanliness' (mean score 4.02). This finding is not particularly surprising given that a large number of respondents to the open question on 'negative' perceptions cited cleanliness of toilets, rubbish and poor tourist kiosks.
Furthermore, in order to identify which destination image attribute have a significant impact on on behavioural intention for domestic and international tourists, those who have visited and never visited; Initial hypothesis testing was based on the relationship between overall destination image and recommendation to other visitors. Overall image of the destination was taken as an average score for all 23 image attributes. This was tested using a simple bivariate regressionn (see Table 4 .2). The result indicates that the significant variables that remained in the equation and which influence tourist recommendation based on the standardized Beta coefficients values. The standardized Beta coefficients considered the influence of each independent variable on the dependent variable. Overall the model is successful with a R 2 value of 0.51, suggesting over 50% of the variance in likelihood of recommending is accounted for by the image attributes. The result suggest that West Java's culture and reputation as a place to relax are the most positive influences on recommendation; along with value for money. On the other hand functional variables (public transport, infrastructure, access, and tourism information centre (TICs) had no impact on likely behaviour. Neither did heritage variables (history, museums) nor those associated with leisure (recreation, and adventure). The negative Beta value for accommodation is an anomaly and may reflect the number of day visitors amongst domestic tourist. Regarding the perceived importance of destination image items, in general the results indicate that that predominantly tourists tended to weakly hold a moderately positive impression of West Java, and also different group of tourist have a significant differences in their perception. Moreover, destination attributes are linked to intention to visit which also suggests that the perceived of attributes of the destination play an important part in the holiday destination choice for both domestic and international tourists. Those with experience of the destination tended to hold West Java in higher regard and were more positively predisposed in terms of behavioural intent. This finding is in line with the past research conducted by (2 who noted that tourist visits to a destination are predominantly decided by the image of the destination perceived; based on vacation experience of the destination. Although the relatively weak image is a cause for concern, particularly in the context of international tourism development strategies, it is also an opportunity. The absence of significant negative dimensions does provide the opportunity to begin to craft a 'brand', assuming that the visibility of West Java can be improved. Moreover, as those who had experienced the destination tended to have more positive place perceptions, this implies that the place product is not fundamentally weak. This is not to say that place promotion doesn't need to go hand-inhand with tourism development, as weaknesses in some image attributes do reflected some weaknesses in place product; around infrastructure in particular. Based on the semi structure interviews using openended questions the results indicate that the respondents who have visited the place, particular themes structure result in the holistic images. In order to determine the categories/codes, all of the respondents' answers or words with similar meaning were placed into categories and grouped (Table 4. 3) According to table 4.3 West Java is perceived as possessing a mixed image associated with natural scenic beauty, local culture (including friendly people and local cuisine), heritage, and relaxing places; as well as infrastructure. This implies that West Java as a destination place is perceived as potentially providing a tangible and intangible tourism package which is supported by tourism infrastructure and facilities; where tourists consider they they get a benefit from visiting the place. Moreover, in terms of holistic image of West Java, this was focused on sense of place -pleasant environment, good food and friendly people. Domestic tourists tend to see West Java as a recreational space, whereas international visitors were more likely to see local culture. In addition, regarding the uniqueness or memorable experiences, these tend to be associated with the qualitative comments with aspects of Sundanese culture, more so with international than domestic visitors. Moreover, in terms of the tourist experience, in the context of West Java, natural scenic beauty, and relaxation seems to mean engaging in nature (hot springs for example) or recreational activities. Thus, a number of tourist voices suggest that the nature of scenic beauty, relaxing, and the local people are a key element in place experience and as part of destination image has a significant impact and positive contribution to the destination, and may be more influential towards revisiting and giving recommendations. This is consistent with 10, whereby a favourable destination image perceived through visiting the destination, will produce positive behavioural intentions; such as making recommendation to friends and/or relatives or repeat visitor.
V. CONCLUSION
West Java tourism is relatively new emergent phenomena comparing with an established destination in Indonesia such as Bali province, however has developed to the point where it continues to promote by the local government, because this sector has a positive impact to give the economic contribution and social benefits. The findings indicates that in terms of perception, the average overall score for West Java image was weakly positive, thus in order to be sustainable the place need to improve and develop their perception from the tourist point of views. Regarding the tourist experience some image themes emerged from open ending questions. The themes were identified in order to contribute the understanding of destination awareness of the strength and weaknesses of destination image attributes of West Java. According to the themes the result suggest that West Java as a tourist destination associated with natural scenic beauty, local culture, friendly people, pleasant and relaxing places, but lack of infrastructure.
In terms of practical implications, based on the empirical finding, it would be wisely for West Java tourism industry to endeavor and integrate the destination image attributes that transform occurrences into tourist experience. Therefore, in order to enhance and sustain the destination in specific markets, marketing activity needs to comprehend, not only the strength and dimensions of place image, but also incorporate an understanding of how West Java is experienced, or consumed, differentially (by international and domestic visitors) as a tourist place.
